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The usage of figures of speech is a wide-spread and very successful method of the development of any 
language. Advertisements have been the object of careful attention of national and foreign scientists for several 
decades. At the same time, we observe the increasing impact of advertising on the consciousness and actions of 
the broad segments of the population. The studies of the structural organization of advertising texts, analysis of 
the features of the language are particularly current. Advertising texts are diverse in their size, genre, style, 
language means of expression, structure, character of interaction of verbal and non-verbal information.  
The purpose of our research is to show the significance of tropes as methods of creating expressiveness 
and their application in English advertising texts.  
The topicality of our research lies in the current trends in the study of figures of speech. The fact that they 
attract great attention of researchers is not accidental. This is primarily due to common interest in the study of 
the text in the broad sense of the term (the study of all stylistic functional varieties of the literary language, 
including the advertising text), attempt to provide linguistic substantiation and interpretation of various stylistic 
techniques that create expressive advertising text. 
Material and methods. The material of the research is the phenomenon of a trope in English 
advertisement. While working at the article we used the following methods: descriptive method with the 
elements of observation of linguistic phenomena; method of systematization, classification and comparison; 
analysis of various sources of information: publications in magazines, advertisement. 
Results and discussion. In the report we analyzed various theoretical materials related to the usage of 
figures of speech, articles by contemporary linguists. As a result of the analysis of advertising texts of different 
scale, we revealed that the range of the techniques that form the language of advertising is large enough. 
Tropes are figures of speech in which a word or expression used in a figurative sense. It is based on the 
comparison of the two concepts that seem to be close to us in any respect [1, с. 43]. The most typical advertising 
means of expression we can name allegory, hyperbole, metaphor, metonymy, personification, comparison, epithet, 
anaphora, epiphora, antithesis, ellipsis, allusion, etc. Epithet as an expressive element is significant for psychological 
impact. For instance, «charming aroma of coffee». Metaphor makes it more imaginative and strong. For example, 
«squid is the energy of the ocean on your table». We can point out such an interesting example of hyperbole in 
advertisement «Newspaper at a super price». In many cases advertising not only informs, but also forms a bright, clear 
advertising image through the system of visual and expressive means of language. It is formed mainly by colored 
vocabulary, which allows viewers to create a specific-sensual image of the advertisement. 
As we understand, advertising text is a text which contains advertising information. We can distinguish it 
by the following features: firstly, it contains information about a physical person or legal body, goods and ideas; 
secondly, it is intended for an indefinite set of people; thirdly, the aim is to form or maintain an interest in goods, 
ideas and so on; fourth, it contributes to the realization of these goods and ideas. We observe a text as a list of 
benefits, characteristics, arguments and proofs. First, the main benefit and arguments and facts related to it, then 
– secondary characteristics. It's like an inverted pyramid: the most important information is at the top, the less 
significant and less interesting facts are at the bottom. All the features are listed in descending order of 
importance. This structure is usually the most convenient for a customer who reads or listens to the advertising 
text. But with the inability to use the means of speech expression, the cases of stylistic mistakes can arise that 
will lead to the misrepresentation of the meaning, and the interest of the potential customer will decrease. 
Conclusion. So, as we see the usage of expressive means helps to draw attention of a potential customer 
to the advertising message. Expressive means which are properly selected and used allow to achieve better 
memorization of the properties of the product and the brand. Moreover, due to the emotionally expressive 
function, they cause positive emotions in the audience. Not only illustrations but also detailed verbal components 
are used in the construction of the advertising text in magazines. The usage of different tropes in advertisements 
has very effective impact on the reader. In other words the advertising text is an example of the most effective 
usage of different language means of expression. They allow you to build on the consciousness of the recipient a 
number of associative images: in the advertising text all tropes are used on purpose – the impact on the masses. 
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